Travel ()

’ Incentive’s 2009 Travel 1Q survey shows
the economy had a much bigger impact
S e than public perception
I ‘ ‘ O | l O l I I ->/ D n the year of the AIG effect, the most topical part of

Incentive’s 2009 Travel IQ) survey was the question that asked,
“Have you changed or canceled any incentive travel in the

¢ past year, and if so, why?”
l l The answer, intriguingly enough, is that the bad publicity result-
1 ing from the media and political attacks on incentive travel seems
to have had relatively little impact on incentive travel. For all the
attention paid to President Barack Obama’s “You can’t go to Las
Vegas” comment (which was effectively withdrawn after the
impact on that city’s business tourism became clear), less than 5
percent of our survey respondents said they had canceled any pro-
grams due to public perception issues.
But exactly twice that number, nearly 10 percent, canceled all of
their programs due to the economic crisis. And an additional 20
percent canceled some of their pro-
grams for that reason, while nearly
17 percent changed some or all pro-
grams. Only 13 percent said a combina-
tion of the economy and negative percep-
tion altered their plans.

But add all those numbers up, and you’ll see that
barely one-third said they had not changed or can-
celed any incentive travel plans. Which suggests that for-
mer President Bill Clinton’s 17-year-old campaign slogan still
applies: It’s the economy, stupid.

By Leo Jakobson
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Economic Crisis/AlG Effect

1. To what extent, if any, are you using individual
incentive travel programs in place of group travel

programs this year?

Using a few more
individual travel programs
in place of group travel

Using some more
individual travel programs
in place of group travel

Using a lot more |
individual travel programs 1 0.2%

in place of group travel

Not using more
individual travel programs
in place of group travel

54.4%

3. Have you changed or canceled any incentive
travel in the past year, and if so, why?

Canceled all programs due to economy
Canceled some programs due to economy

Changed all programs due to economy
Changed some programs due to economy

Canceled all programs due to public
perception/bad publicity

Canceled some programs due to public
perception/bad publicity

Canceled all programs due to both economy
and public perception/bad publicity

Canceled some programs due to both
economy and public perception/bad publicity

Changed some programs due to both
economy and public perception/bad publicity

Canceled or changed programs
for other reasons

Have not canceled or changed any program

Other

[ 5%

| 0.7%

. 2.1%
.2.1%

4.9%

B 63

| 0.7%

21%

19.6%

2. Why are you using more individual travel
programs in place of group travel this year?

45.7%

Cost concerns

Bad publicity/
exposure associated with 1 2.4%

group incentive travel
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Other 20.0%

4. Are you concerned that the government will

pass legislation/create regulations that will impact

the incentive travel business?

Concerned new legislation/
regulation will seriously impact 38.7%
incentive travel

Concerned new legislation/regula- 14.8%
tion will mildly impact incentive travel -070

Concerned existing regulationof |~
TARP recipients willbecome |~ 11.3%
de facto rules for public corporations L]

Concerned existing regulation of
TARP recipients will become 1.7%
de facto rules for all corporations

Believe existing regulation of
TARP recipients should be
adopted by all corporations

Not concemned about government o
Iegislation/regulation _ 8%
Other I 2.8%
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General Incentive Travel Issues

5. What are the primary benefits your company
associates with incentive travel programs?

Increase sales

Increase market share
Create new markets
Sell new accounts
Introduce new products
Recognize performance

Retention/recruitment of
employees

Build morale

Foster teamwork

Improve employee loyalty
Build customer loyalty
Improve customer service

Corporate social
responsibility

Other
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58.7%

6. What audiences typically participate in your
incentive travel programs?

Internal sales force

Channel sales force

Dealers/distributors

Clients/customers

Non-sales employees

Other

74.0%

24.7%
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33.3%

24.0%

4.7%

7. What changes, if any, have you had to make to
your incentive travel programs to accommodate a
diverse group of participants

8. Which of the following are the most important
criteria when evaluating a destination for your
incentive travel programs?

Added a wider variety of
optional activities

Offered individual incentive
travel instead of group travel

Changed awards from travel
to merchandise

No changes made
to accommodate/does not
apply to our participants

Other

20.3%
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Reasonable costs/value

Destination's reputation/buzz

Desire to use a new
destination

Easy access by air/car

Distance traveled by
attendees

Convenient local
transportation

Security/safety

Appealing climate

Diverse dining/
entertainment options

Cultural/recreational
attractions

Other

81.8%

. 21.7%
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25.9%

11.9%

35.7%

28.0%

21.7%

2.8%



9. Which of the following domestic
destinations are the most popular for your
incentive travel programs in 2009?

Alaska
Arizona
California
Colorado
Florida
Georgia
Hawaii
Louisiana
Nevada

New England
New York
South Carolina
Texas

None

Most exotic
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18.4%
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11. Which of the following have you implemented
this past year in your incentive travel programs?

Included more
green destinations

Added a charity activity

None of the above

19%
18.3%

 69.0%

10. Which of the following international
destinations are the most popular for your
incentive travel programs in 2009?

Canada
Bermuda
Caribbean
Mexico

Central America
South America
Eastern Europe
Western Europe
Asia

China
Southeast Asia
Hong Kong
Japan
Australia/New Zealand/
Pacific Islands
Middle East
Africa

None

Most exotic

I 4%

11.5%
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B 36%

. 2%

20.9%

30.2%

12. How often do you use cruises for your
incentive travel programs?

Every year

Every other year

Every three years or so

Every five years or so

Never

- 12.6%
10.5%

- 18.2%

- 14.0%
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Budget Issues

13. What is your entire organization’s incentive
travel budget for 2009?

Loss than $50.000 _ 27.1%
$50,000 to $99,999 14.3%
$100,000 to $249,999 - 1 5.0%
$250,000 to $499,999 - 1 4-3%
$500,000 to $999,999 - 1 0-7%
$1 million or more - 1 8.6%

14. Which of the following incentive travel program
budgeting methods best describes your process?

Unlimited
per-qualifier budget

7.1% 1.4%

Other

Fixed per-qualifier
budget

Fixed budget based on
a predetermined allocation
27_9% of budget dollars

63.6%




15. If you are cutting your program budget, where
are the savings coming from?

Fewer qualifiers [ NN 32.8%

Less expensive destinations 48.5%
Switch from 5-star to 4-star to 3-star hotel/resort | = 1 19.4%
Avoid destinations seen as “luxury” or “resort” I 14.2%
Avoid overseas destinations _ 20.1%
Fewer planned activities/more free time [N 20.1%
Eliminate spouses/family [ 11.2%
Cut F&B expenditures 10.4%
Cut program communications  [il| 3.7%
Cut program management costs [N 11.9%
Cut program communication costs [l 7-5%
Eliminate pillow gifts 21.6%
Cut/eliminate per-diem cash allowances [N 14.2%
Combine with a meeting [ 25.4%
Invite partner/supplier to sponsor part of the program [ 14.2%
Considering/using individual incentive travel awards [N 12.7%

Not cutting program budget [N 16.4%

Other 6.0%

16. How important is measuring the return on
investment of your program compared to last year?

ROl's importance is
unchanged compared
to last year

We always track and
measure ROI very closely

33.6%

20.9%

We don’t have to track ROI
to recognize the program’s
importance

We are paying more attention
to measuring ROI to
defend/justify program budget

23.1%

We are paying
more attention to
measuring ROI to
defend program

publicly

6.7%
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